



























ا ربتعٌ،تاسسؤملا ءاقب ساسأ نئابزل  ةٌرٌهامجلا تلااصتلااو ًعامجلا قٌوستلا نم هنم برقتلا بٌلاسأ اثٌدح تروطت دقف
دحاو قٌوستلا قٌرط نع مهبذجو ،مهتٌحبر ثٌح نم نئابزلا مهأ زٌٌمت ىلإ ىلإ دح ىلع نوبز لك نم برقتلاو دحاوة  وأ
لأا ىلعمهعم  دملا ةلٌوط تاقلاقع ءانبو مهنم نٌحبرملاب رثكأ مامتهلااو نئابزلا  ئارر ٌلقت لقل.  يذلا رٌبكلا روطتلا لعلو
 كلذ دعب لصحردصم نوبزلا تربتعا ًتلا ةفرعملا ةرادإ ةفسلف ًنبت ةجٌتن ثدحا ٌساسأا ومهما ةفرعملل . هذه نأ عقلاولاو
اقع ىلإ تلوحت تقمعتو تمانت املك ةفرعملا ،نوبزلا ةاٌح ةرود لاوط ةسسؤملا ىلع عطقنت لا دئاوع رٌدت دملأا ةلٌوط تاقل
يركفلا لاملا سأر تانوكم دحأ دعٌ يذلا ًنوبز لامسأر ىلإ اهلوحٌ ام اذه . مٌهافم ىلع ةزكترم نئابزلا تاقلاقع رٌٌستف
فو هٌلإ رظنٌ امصخ هنوك نم نوبزلا ةناكم لوحت ىلع لمعت ،ةفرعملا ةرادإ بٌلاسأو كٌرر ىلإ ةراسخلا وأ  برلا قطنم ق
 بر فده ىلع مئاقل قطنمل اقفو- بر . اهرابتخاو نئابزلا تاقلاقع رٌٌستو ةفرعملا نٌب ةقلاقعلا فاركتسلا تءاج ةساردلا هذه
ةٌلاتلا داعبلأا ثٌح نم نئابزلا تاقلاقع رٌٌست ًف رثأت ةفرعملا ناب اهلاقخ نم انلصوت ةلاح ةساردل اقفو : نع ةفرعملا
لا ًف ًبسنلا اهرٌثأت لاقخ نم كلذو ،نوبزلل نوبزلا ةفرعمو نوبزلا عم ةسسؤملا ةفرعم ،نوبزلا لجلأ ةفرعملا ،نوبز
نئابزلا  ىلع فرعتلا مهتئزجتو ،،ةسسؤملا نئابز تاناٌب ةدعاقل ءارنإ  ،نئابزلا ةمدخمهل ءاغصلإاو نئابز يواكر ةرادإ، 
مهل ةباجتسلااو نئابزلا اضر تلادعم ةعباتم.    
ةيحاتفملا تاملكلا : لجلأ ةفرعملا ،نوبزلا نع ةفرعملا ،ةفرعملا ةرادإ ،ةفرعملا ،نئابزلا تاقلاع رييست ،تاقلاعلا قيوست
نوبزلل نوبزلا ةفرعم ،نوبزلا عم ةسسؤملا ةفرعم ،نوبزلا.  
Résumé : 
Le client est considéré aujourd’hui comme la raison 
d’être de l’entreprise, c’est pourquoi les moyens de 
rapprochement de lui se sont largement développés ces 
dernières années en passant d’un marketing de groupe 
basé sur des communications larges à la différentiation 
des clients importants sur la base de leurs rentabilités, 
et la recherche des moyens de leur attraction à travers 
un marketing cas par cas dont l’idée de base est de se 
rapprocher de tout client en donnant importance aux 
clients profitables et en bâtissant avec eux des relations 
durables. Ce développement était en grande parti 
encourager par l’adoption du management de la 
connaissance qui considère le client comme une source 
essentielle de connaissance. Cette connaissance plus 
elle s’approfondit plus elle se transforme en capital 
client, qui est l’un des éléments essentiels du capital 
intellectuel, reflétant des relations durables avec lui 
permettant à l’entreprise de garantir des rendements 
futures tout au long de cycle de vie du client. Baser, 
par conséquent, la gestion de relations des clients sur la 
logique du management de la connaissance c’est 
changer la manière de penser les clients d’une vision 
centrée sur le profit-perte à un partenaire dont l’objectif 
est le profit-profit. Cette étude permet d’explorer la 
relation entre la connaissance et la gestion des relations 
clients et la tester selon une étude de cas qui nous a 
permis de conclure que la connaissance a un effet 
considérable sur la gestion de relation clients dans 
quarte dimensions essentiels : la connaissance du 
client, connaitre pour le client, la connaissance de 
l’entreprise avec le client et la connaissance client-
client. Cet impact se matérialise à travers la 
connaissance des clients et le catégorisation, la création 
d’une base de données pour les clients, les services 
adressés aux clients, la gestion de leurs réclamations et 
la poursuite des ratios de leur satisfaction. 
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Today, the customer is considred as the reason for 
being of the company, that is why the means of 
linkage with him are widely developed these last 
years, passing from a marketing of group based on 
wide communications to the distinction of the 
important customers on the basis of their 
profitability, and the search for the means of their 
attraction through a case by case marketing which 
essential idea is to be closer to every customer by 
giving importance to profitable ones and to build 
with them a sustainable relation. This development 
was largely encouraged by the adoption of the 
knowledge management which considers the 
customer as critical source of knowledge. This 
knowledge the more it deepens the more it turns into 
customer capital, which is one of the essential 
elements of the intellectual capital. Reflecting the 
sustainable relation with him allowing the company 
to guarantee future returns throughout the customer 
life cycle. Consequently, basing the customer’s 
relationship management on the logic of knowledge 
management means to change the way of thinking 
the customers from a vision centred on the profit-
loss logic to a vision considering the customer as a 
partner whose objective is the profit-profit. This 
study allows us to investigate the relation between 
the knowledge and the customer relationships 
management and to test it according to a case study 
which allowed us to conclude that the knowledge 
has a considerable impact on the customer 
relationship management in four essential 
dimension: the knowledge of the customer, 
knowledge for the customer, the company 
knowledge with the customer and the customer-
customer knowledge. This impact materializes 
through the knowledge and the categorization of the 
customers, the creation of a database for the 
customers, the services sent to the customers, the 
management of their complaints and the pursuit of 
their satisfaction ration.  
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